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INTRODUCTION 
The Study and its Significance to Public Relations 
The field of public relations is expanding and changing rapidzy. 
There has been much discussion about the future of public relations by 
both practitioner and academician. Many basic questions have been raised 
such as: 
What will be the function of public relations in business and 
industry in the next decade? 
What is the role of the university in preparing the student for 
public relations? 
These are but two of the many questions basic to the future of public 
relations. 
A wa:y to predict the future of this field is to investigate its 
past. A look at the history of public relations gives a picture of what 
the dominant public relations ideas have been; and it may reveal what 
future thinking will and/or should be. 
One wa:y to study the development of public relations is through 
a study of public relations publications. A summary of the major thinking 
in public relations as reflected by these publications would help codify 
the past and a prediction of the future could be made. 
It would be too large a task to study all the publications in the 
field. Therefore, the writer decided to study one of the major publica.-
tions in the field of public relations--The Public Relations Journal. It is 
the writer's contention that tho Public Relations Journal is a ;en~itive 
indicator of the development of ideas in the public relations field. It 
is acknowledged that other publications such as PR Reporter and Suarterl~ 
Review 2! .Pu•b~l•i•c Relations could also mirror public relations thinking. 
However, it is felt that the Public Relations Journal best represents 
the field because: 
1. It is tho major organ of the largest public relations 
society in the United States. 
2. Its editorial policy seems to be aimed at the primary 
locus of public relations in tho United States--business or 
industrial public relations. 
'· It bas the longest span of publication of any of the 
general public relations publications. 
4. It is the only major publication in the field that is not 
privately owned. 
In summary then, this study was designed on the assumption that 
the Public Relations Journal is one of the best indices of thinking the 
public relations field. To be more specific this study attempted to 
ascertain the nature of the content of this publication over a 15 year 
period from 1945-1959. 
Historl of the Public R1lationa Journal 
The Journal was founded in October 1945 as the official publication 
of the American Council on Public Relations. When the Council became 
the Public Relations Society of America, in a merger with other associations, 
the publication kept its name and continued as the organ of PRSA. 
As the official publication of PRSA, the Journal's primary 
function bas been "the advancement of the art and science of public 
1 
relationa. 11 
2 
With the exception of the pres~nt editor, Mr. Thomas fJaner, all the 
editors of the Journal have worked on a part-time basis. The following 
list shows the editors of the Journal for the period covered by the 
content analysis (1945-1959). 
Dr. Rex Harlow 
Mr. Virgil Rankin 
Y~. G. Edward Pendray 
Mr. Mil ton Fairman 
Mr. Stephen Fitzgerald 
Mr. Harold Brayman 
Mr. Verne Burnett 
Organization of th~ Thesis 
The thesis is organized as follows: Chapter one is the methodology 
~ chapter; chapters two, three, and four di1cuss the content of the Journal 
by subject, approach, and authorship. Chapter five presents a summary 
of the findings and recommendations for further research. 
Appendix A is a detailed listing of the content and approach 
categories and their definitions. Appendix B is a report of the 
reliability of th• category system. 
4 
NOTES 
Introduction 
1 L. L. L. Golden, "Inside Stories", Saturday Review, April 14, 
1962, p. 76. 
CHAPTER I 
METHOOOIDGI 
.. Content Al!al,ysis 
Content ana.lysis is a research procedure for investigating 
coammications content. Bernard Berelson, one of the leading men in the 
developaent of this technique, suggests this definition of content 
anal.Jrsis: 
Content anall"sis is a research technique for the objective, 
s.ysteaatic, and quantitative description of the II&Ditest content 
of cowam cation. 
Based on thi• definition, Bereleon JUkes three assuaptions about 
;, content ana.J.Tsis. The relation of theae usuapti.ons to this stuqy is 
· illportant, and for this reason are discussed ill soae detail. 
, AsSllllption one: 
Content &1'18l7sis assuaes that illferences about the relationship 
between intent alld content or between content and eff•t can validJ.1' 
be made •••• 2 
· The central idea of this stuqy is predicated 011 the fact that the Public 
, llelations Journal renecta the field of public relations. This stuqy 
sqs that an investigation of content wUl illdicate the previous dillleDSions 
of public relations thinking. It tu.rther states that such an investiption 
will possibly predict llhat the thiDid.Jlc of the field w:Ul be in the future. 
L. L. L. Golden, lll"iting in tAe Saturda,y lleview, lends support 
s 
f"" to the idea that public relatiou publications llirror the tield. He sqs 
this: 
It is often possible to Ul'lderstand what really concerns those who 
nn or work in a business by studying the publications that serve 
it. The public relations press is DO exception. It pretty' well 
mirrors the business.) 
Assumption t1r10 a 
Content anal;ysis as8Uil8s that study of manifest content is meaningful. 
The assumption requires that content be accepted as a common meeting 
ground for the co.unicator, the audience, and the anal.J'st. '!hat 
is, the content anaqst asSUil&s t.bat aeard.ngs which be ascribes to 
the content by assigning it to certain categories correspond to 
aeanings inteD:ied by the coJIIIIUnicator and or understood tu the 
audience.4 
This means that this wr1 ter (the conteat analyst) llUst make the categories 
such that they are meaningful to the original Journal contribu.tors and 
the future readers of this thesis. The o~ wq this can be accomplished 
is through clear definitions of the categories. 
Assumption three: 
Content anal;ysis asSUiles that the quantitative description of 
colllll11lication content is meaningful.5 . 
In content analysis there are two un1. ts of measurement: the unit 
of analysis and the unit of ermaeration. For example, a newspaper article 
could be the unit of analysis while the colU11J1 inch could be the unit of 
enumeration. In this study the unit of anal.ysis and the un1 t of 
enumeration will, in both cases, be an article with the author identified, 
called a 11signed articlen. The reason for calling the signed or b.Y-lined 
. . 
article the un1. t of enumeration rather than the nwllber of pages is because 
of a basic format change in the Journal in 1950. This change would have 
caused serious difficuitq in equating page size. 
In addition to his assumption about content analysis, Berelson 
6 
defines three major types ef findings in content analyais. They are 
characteristics of contont, causes of content, and consequences of content. 
This thesis will center on the first type of finding. To be more specific 
it will investigate primarily trends in content. One rea1on for studying 
trends in content is tbat trends are perhaps the moat reliable result• 
in content analyais. For example, one writer, Albig, says this about 
trends: 
The most valuable use of studies of content is in noting trends and 
changes in content. Systema of classification may be inadequate 
and unstandardized; nevertheless, if a system6is used consistently over a time period valuable facts may appear. 7 
Definition of the term "category" 
Before we move into a discussion of how the categories were 
developed and defined, it is necessary to state what is meant by tho 
term 11 category 11 • A category is a grouping of uni tas, defined in a 
particular way, that have a mutual characteristic or several mutual 
characteristics. For example, one category in this study was 11employee 
public relations". All the article• placed in this category have the 
mutual characteristic ef being about employee relations. 
How the content analysis categoriea were developed 
The steps for establiahing and defining the 11 content 11 and 
11approach 11 categories were as follows: First, a random samplo of 16 
issues was selected and read. Out of this reading the majority of 
categories were developed and defined. Second, the categories developed 
out of this sample wore ahown to public relations graduate students and 
faculty members who suggested further categories and clearer definitions. 
Third, tho writer developed additional categories out of his own ex-
perience and training in public relations. Finally, during the course 
7 
of the anaJJrsis a few categories were added. However, for the most part 
these were sub-categories. 
Tv:> 1\vpes of categories were developed. The first was the 
1 content11 categories. That is, ones ·that describe and classify the 
subjects of the articles. The second VP& were "approach to content" 
categories. These categories describe bow the content vas treated. 
Wl thin the 1 content" catego:ries there were two basic levels: 
general and specitic. For example, one general category contained all 
articles dealing 1d. th 1 .berican business and industrial public relations•. 
· One of the specific categvries under the general one was 1employee 
. 
relations•. The particular general category used in this example was 
. 
the largest and it had a total of eight specific categories. For the 
most part, however, the general category was broken down into only two or 
· three specific categories. For ana.J..ysis purposes later in the report 
only the large general categories are broken into specific categories. 
A detailed list of categories and their detini tions are contained 
: in AppendiX A. Also, AppendiX B discusses the reliability of the 
categories and the coding procedures. 
Coding procedures 
Coding is the technical process in research that Classifies the 
data and places it into the categories. The coding procus is not 
automatic. It involves decision making and judgaent of the part of the 
coder. Through coding, the articles in the Public Relations Journal were 
assigned nwabers tor later tabulating ana counting. 
The coding was done using the McBee Keysort Card system. The 
. steps of the coding precedure were as follows: 
8 
ii I! 
li 
:I 
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!I 
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1. Title, month and year of article codod. Also author's sex. 
2. Synopais of the article typed on the card. Also, direct quotes 
supporting major points of the article. 
}. The number of page& in the article, the number of pictures 
and the author'a occupation coded. 
4. Finally, the content and approach categories were coded. 
Upon completion of tho entire coding procesa, thG punching was li !l 
:I 
11 done. 
II 
II 
Punching in the McBee system in the final step of the data 
!I 
II 
II 
il 
II 
collection. The coder decides that his categories are stable i.e. that 
the article• have been placed into proper categories. He then punchu 
holes into the McBee cards to indicate the cate~riea and whatever else 
he wants to quantify. The•• punches then enable the researcher to 
., 
II ,, manipulate his data efficiently and make a variety of analyses comparatively 
I! 
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II II 
II 
'I 
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quickly. 
Characteristics of the sample 
The sample to be included in the content analysis was arbitraily 
set at fifty percent of the universe of signed or by-lined articles 
appearing in issues from October 1945 through December 1959. A by-lined 
article was defined as one having the author's name directly under the 
title of the article. Another reason for the by-lined requirement wa1 
because that knowledge about the writers producing the content was 
important, and something that needed study. The by-lined requirement 
exclued one area of content--editorials. While editorials are important, 
a ~tudy of them would have incteased the theais to unmanageable size. 
Tho sample was randomly selected and stratified by years. To 
select the sample, a three by five card was typed for each article in 
I the 15 year period. 
I 
Included on the card were the month and year of the 1- ,,-=-~" .. 
II 
9 
~ article, author's name, and a case number. Following this step the 
sample was selected. Table 1 shows the universe size and sample size for 
each group. 
TABLE 1 
SAMPLE AliD UNIVERSE SIZE OF SIGNED FEATURE ARTICLES 
I!!!: Sample Universo 
1945 1) 2&/f 
1946 5) 106 
1947 4; 84 
1948 )9 81 
1949 )6 7; 
1950 44 88 
1951 44 89 
1952 )5 75 
195) )6 72 
1954 4) 79 
1955 42 84 
1956 29 61 
1957 )4 68 
1958 ;o 61 
1959 ~ ..1SL 1119 
#There were only three issues in 1945--h~nce the low total of 
articles. 
Let us now examine, in the next chapter, one of th~ thre~ major 
trends in content delin~ated in this study; subjects. 
10 
NOTES 
Chapter I 
1 Bernard Berelson, Cont~nt Analysis in Communication Rasearch 
Glencoe, Illinois: The Free Press, 1952, p. 18. 
212!!· 
)L. L. L. Golden, 11 Inaide Storiu 11 , Saturday R&view, April 14, 
1962. 
4 
cit., 19. Bcrelson, OE• p. 
5rbid., P• 20. 
-
6Ibid., p. 20. 
-
"' 
, , 7For a more detailed discussion of this concept and content 
analysis in general the reader is invited to investigato tho following 
sourco: 
1. B$rolson, Bernard, Content Analysis !a Communications 
Research, Glencoe, Illinois: The Free Press, 1952. 
2. Barcus, Francis E., Communications Content: Analysis 2t 
Research 1900-19~8. (A Content Analysis of Content 
Analysis' Unpublished Doctoral Dissertation, University 
of Illinois, 1959. (Available at the School of Public 
Relations and Communications Library, Boston University). 
11 
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CHAPTER II 
TR~~S IN CONT&~T 
Overall description of content 
The overall analysis of content will be done using only the 
general categorioa. (See page 8, Chapter I). In this analysis the 
larger general categories will bo aiscuased briefly as they will described 
in detail in the trends 1ectiona of this chapter. Tho smaller general 
categories will be investigated in somewhat more detail in this section 
because they will not be analyzed by trends later, as will tho larger 
general categories. The reason for omitting smaller categories from a 
trend analysis is because the various cells or breakdowns in such an 
analysis would b~ too small. 
Table 2 report• the articles by general subject area categories. 
The major concentration of article• deals with typos of public relations. 
That is, public relations concepts, activities, and techniques that are 
found in various organizations and institutions in our society. The 
major concentration of article• within this breakdown is in the category 
"American business and industrial public relation•"· This category 
represents 4o% of all the aEticles in the sample. The category would be 
expected to be large because the major areas of public relationa activities 
in the United States are in the busineas-industrial community. T@e point 
to note is tho size of category in relation to other areas of content. 
1} 
a 
--
·~ -- --- ~'" ~ .. 
"' 
TABLE 2 
CLASSIFICATION OF BY-LINED ARTICLES 
BY GENERAL CONTENT CATEGORIES 
Rank 
f 
-
Order* 
Typos of public relations 
1. American business-industrial 
public relations 219 4o% (1) 
2. Association public rel. 49 9 (}) 
3. International business-
industrial public rel. 27 5 (6) 
4. Government public rel. 20 3 (8) 
5. Social service public rel. 19 } (9) 
6. Education public rel. 9 2 ( 1} ) 
Factors in support of Public Rel, 
" 
7. Madia and publicity related 
to public relations 62 11 (2) 
8. Research related to public 
relations 43 8 (4) 
9. General theory and tech. 
of public rel. }6 6 (5) 
1 o. Training in public rel. 26 5 (7) 
11. Communication theory 15 2 (10) 
other 
12. Public relations as a 
profession 11 2 (12) 
13, Public relations 
personalities 6 1 (14) 
14. Miscellaneous 14 } ( 11) 
TOTAL 55C 10Wu 
*Indicates rank order of category by frequency of occurance 
The category represents 40% of the content while the next largest category 
11aasociation public relations 11 is only 9% of tho content. Industrial 
and business public relations articles definitely dominate the interests 
and concern of the Journal. 
Tho next largest category under types of public relations is 
hassociation public relations". The category includes articles on 
PRSA and domestic and foreign public relations associations; articles on 
trade and pro~easional associations; and articles on interest and pressure 
groups. Tho major area of content within this category is articles on 
trade and professional association.. 
The catefory "international businoss and industrial public 
relations" is the third largest category in the types of public relations 
division. Tho category reflects articles about public relations 
activities on an international level. This "types of public relations" 
category, along with the previous two 1 businesa and induatrial public 
relations 11 and 11auoeiation public relations 11 will be analyzed in detail 
in a trends analysis later on in this chapter. 
In the next division of Table 2 are categories of articles that 
support the public relations function. This grouping represents 1/} 
of the content i• the sample. It is not surprising to find media in the 
top spot. This category includes articles discussing the role of the 
press and other media in public relations and publicity case histories. 
Articles dealing with all phases of research is the second 
largest category under the support division. Because the average public 
relation• practitioner has not shown much interest in research, the 
Journal seems to be leading the field rather than reflecting it. The 
14 
t1110 categories 1Media related to public relations' and 11Research related 
' ' ' 
to public relations" ldll also be discussed in a trend analysis later on 
in this chapter. 
Smaller general catesories 
Let us now turn to the suller general categories in the 11 t.Ypes 
. 
of public relations" division in Table 2. The t'NO categories "government 
. . 
public relations• and 1Social service public relations" are not large. 
: However, ther do reveal an interest by the editors to provide information 
outside the industrial-business complex. 
The category •.education public relations" is the smallest in 
. ' 
types of public relations and the second smallest in the whole sample. 
Perhaps one of the reasons for the Sllal.l amount of articles can be 
! explained by the fact there is an excellent pu'bl.ication serving the 
field o£ education public relationa, PRIDE. This publication has 
recently gone 'back to its former fonaat as a quarterly. It is now known 
: as the College.!!!! Universi!pr Journal. 
Under the second division o£ Table 2, 1£actors in support of 
. p11blic relations•. are three categories that will not be discussed in a 
trends analysis because o£ a lack of aeaning:f'ul. trends. 
1. General theory and technique 
2. Trdning in pu'blic relations 
). CoJIIIIWlications theory 
The category 1General theory ud technique• shows an effort 
' . 
by . the Journal to develop an overall philosopqy or theory of public 
relations. In these articles the authors asSlllle there is a concept o£ 
·public relations aDi that it can operate in a:ny organization or institution. 
"Training in public relations• includes articles about the need 
15 
~ for training in public relations, and ca8e histories of training being 
conducted in public relations. An example of an article in this category 
was one that was written by Dr. Donald W. Krimel, of Boston University. 
The article entitled, "Professionals help PR Students", describes how 
public niations ptofe•sionals helped the program in public relations at 
the University of Maryland. 1 These profe•sionals, selected from the 
Washington D. c. chapter of PRSA, came to the classroom and lectured 
about public relations. Taese lectures provided the students with a 
more realistic picture of public relations. 
The au.llest category under 11factors in support of public relations 11 
is "Communication theory". In this category are articles discu .. ing the 
nature of the communication process and the function of the social 
sciences in understanding this process. An excellent example of this 
type of article is: 11 Informa.tion, Truth and Opinion Change!' by Dr. Walter 
Weiss. 2 Dr. Weiss talks about the concept of truth value and its effect 
on opinion change. He defines truth value as the condition where a 
message must be considered truthful before opinion change will take 
place. 
As can be seen from this summary, the articles in this category 
tended to be more ahholarly than other articles. They generally went 
into the topic in detail and depth. 
11 0ther 11 division 
Under the 11 other 11 division reported in Table 2 arc topics related 
to public relations, but do not properly fit under the first two divisions 
of categories. 
"Public relations as a profession11 is a category of articles 
16 
that discuss the pros and cons of professionalism in public relations. 
Closely related to this category is "Public Relations personalities" 
which contains articles describing the careers and backgrounds of men 
in tho public relations field. For example, 11Young .Ma.n (Now) of 
Manhatten 11 presents the career and background of W. Howard Chase former 
president .of PRSA.' Mr. Chase graduated from the University of Iowa. He 
has worked for the American Retail Federation and for General Foods in 
various public relations positions. This article is quite representative 
of the category. 
Trends in content 
The discussion will now focus on trends in content of the five 
major general categories. These categories are: 
1. American business-industrial public relations 
2. Asaociation public relations 
'· International business-industrial public relations 
4. Media and publicity related to publi~ relations 
5. Research related to public relations 
Table ' presents trends in content of the major category (see Table 2) 
of the study. 11American business-industrial public relation•."5 It 
can beoseen that, for the most part, the articles under this heading 
deal with various 11Publics" of American business and industry. By 11 publics" 
it is meant specific definable segments of society that business or 
industry consider important. Bulilineaa or indu.atry consider these 11publics 11 
important becau1o they desire favorable reactions toward their organ-
izations from these 11 publics ''• 
Non-public category 1-Function of public relations in industry 
The first and second categories presented on Table ' do not deal 
with "publics". In the first cat&gory, 11function of public relations 
17 
1. 
2. 
3· 
4. 
~ 5. 
6. 
7. 
8. 
TABLE 3 
TRENDS IN CONTENT IN INDUSTRIAL AND 
BUSINESS PUBLIC RELATIONS 
Specific categories ~~-
f % _ •. --...-.. 
Function of public rel. 
in business-industry 29 16 
Nature of the economy 0 4 u 
Employee relations 25 13 
Community relations 5 3 
Financial relations 6 3 
Customer relations 2 1 
Government, education, 
supplier, trade rel. 5 3 
Public relations 
Blueprint (PR activities 
for more than one public 5 3 
TOTALS 85 46% 
(N-184) 
18 
t2.2Q=12.24 19 .. .2.2.::.12.5..2. 
_f_ 1o f cf 
'" 
9 5 11 6 
2 6 4 
23 11 4 2 
11 5 4 2 
6 3 7 4 
2 3 2 
11 5 14 9 
10 
.2 ·-- 9 5 
74 36% 58 3596 
(N-202) (N-170) 
in business or industey1 are articles that discuss the function of 
public relations and the public relatiDns man in the corporate structure. 
Also included in the categor,y are articles suggesting a pbilosop}W of 
public relations for management (social responsibility, corporate giving), 
and articles stressing the relation of public relations to other 
management functions (legal, advertising, sales), 11The New-Found Spirit 
ot Business", tv Don E. Gilman is 't\v'pical of articles about the !unction 
of public r~ations in the corporate structure. 6 The author first 
-develops the function -of public relations in an industrial organization. 
He theD :.eves to a discussion of two points that are vi tal to the 
success of a:rq- industrial public relations program. Mr. Gi 1 man suggests 
that first the organization must merit public good will, and that everJ 
member of the organization must have a sound public relations attitude. 
This concern for the function of public relations existed 
pr~ in the ear:cy years of the Journal. Returning again to Table 3 
we see that in 1945 through 1949, 16~ of the content dealt with the 
problem of the tunctici>n of public relations. In the later years the 
percentage of articles dealing with this subject decreased 10 percentage 
points or about 60%. This wuld indicate that either the editors and/ or 
contributors felt the function of public relations had been established 
in corporate structure and it was not important to concentrate as m:m;y 
articles on the subject. 
A survey by Robert W. Miller ot Columbia Universitq offers 
independent evidence -as to perhaps wtw' this trend occurred. He sqs, on 
the basis of a survey of corix>rate public relations, that the ". • • man 
in charge of public relations is taking a more important role in the 
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formation of corporate policy.n? In the same vein he says this about the 
findings of the study: 
The acceptance of public relations at the policy level within the 
corporation has come about largely within the last five years. 
The results of this survey show that the trend in this direction 
is rising sharply and that a very high percentage of corporations 
has already made public relations a part of policy formation 
process.S 
This same data can be interpreted in still another way. Public 
relations as a business-industrial concept evolved out of World vlar II. 9 
Mr. Miller, who is chairman of the Program in Public Relations at 
Columbia University, lends support to this idea. He says this: 
Although the term public relations has been used for over half a 
century it has only been since the end of World War II that the 
public relations function has become accepted as a tool of 
management.1° 
The practitioners in the field needed some definition and clarification 
of their role in industry. However, after the role of public relations 
had been defined there was no longer a need for this type of article so 
the Journal began to reflect other needs. 
Non-public category 2-Nature of the economy 
The second category in Table 3, "Nature of the economy" should 
be noted, not so much for absolute percentages or change in percentages, 
but for content. It consists of articles that provide the public relations 
man with solid background information on the American economy. Such 
subjects as the nature of the economy, the impact of American business 
and industry on foreign economies, and discussion of economic theory are 
typical of this category. It is interesting that the editors of the 
Journal thought it important to provide the readers with material on 
this subject. 
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"Publics 11 categories 
Tho largest category of article& in Table 3 dealing with 
"publica 11 contains articles on employee relations. This grouping is 
made up of articles on employee relations theory, employee communications, 
and case histories of overall employee relations programs. Interestingly 
enough, the number of articles about employee relations has decreased 
10 percentage points or about 75% over the years. It is doubtful that 
the importance of employee relations ia decreasing in the eyes of 
management or tho editors of the Journal. A more logical reason would be 
that the field of employee relation& has reached a saturation point aa 
far as interesting copy for the Journal. 
An analysis of the community relations, financial relations, 
and customer relations categories(4, 5) brings to light r~ particular 
trends. It might be noted that the customer relations category is 
rather small. It would seom that such an important 11public 11 would. 
deserve more coverage than the Journal gives it. However, it is also 
quite possible that more articles on tho subject were available to the 
editors of the Journal. 
The next specific category (7) in Table 3 includes the less 
traditional, but equally important publics of education, government, 
trade and 1upplior relations. There is a trend toward• more articles 
dealing with these publics. This trend suggests that the function of 
public relations is beginning to take on a broader scope in the 
corporate structure. Perhaps the spread of public relations interests 
to the less traditional publics is closely related to the publie 
relations function moving into the policy area in maby corporations and 
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smaller businesses. 
The final category (8) that deals with "publics" contains 
articles that discuss and describe multiple public relations programs. 
The other categories dealing with "publics" have contained articles 
that discuss one specific "public". However, the articles in the 
"Public Relations Blueprint" category contain articles that discuss 
several "publics" that relate to the business or industrial organization. 
An example of this type of article is: "A vlorking Public Relations 
Program''; by George W. Keliser. 11 This article describes the entire 
public relations program of an outdoor advertising firm. Included 
in this article are discussions about the following aspects of the 
company's public relations program: emplqyee training and information; 
community relations; and stockholder relations. 
Ther~ is no particular trend in this category. It is of 
interest because of content. The fact that approximately 5~ of the 
content over the years has taken a broad view of the public relations 
function; i.e. dealing with many "publics" at once seems to indicate 
again the broad scope of the public relations function in the corporate 
structure. 
Summary of American Business-industrial public relations articles .. 
Articles about business-industrial public relations dominate the 
content of the Journal. However, as we can see from Table 3 there has 
been an eleven percentage points (or about 28%) reduction in amount of 
articles on this subject from 1945 to 1959. This might indicate that the 
editors of the Journal have begun to feel an obligation to interests 
outside the business-industrial community. 
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Trends in association public relations 
Table 4 r8ports articles dealing with association public relations. 
This category is the second largest in "types of public relatious 11 
and third largest in overall rankings. (S~e Table 2). 
A definite overall trend can be seen in Table l.J from 1945 to 
1959. In the early year~5% of the content dealt with association 
public relations while in the later years (1955-1959) the content rose 
to 11%. An analysis of the specific categories shows no particular 
trends. It is interesting to no~the extent to which associations 
are used as an instrument of public relations. 
Because PRSA is intimately connected with the Public Relations 
Journal, it may be of interest to briefly discuss the nature of the 
content doaling with this organization. The articles about PRSA providod 
members with background information on policy and activities of the 
society. An example of an article in this specific category is this one 
written in May, 1947. 11A Call to Arma" by Dr. Rex Harlow talks about 
the coming merger of two public relations associations; American Council 
of Public Relations, and National Association of Public Relations 
12 Counsel. The discussion centered on the mechanics of the merger and 
its implications to the field of public relations. 
Trends in international business-industrial public relations 
Table 5 classifies trends in content of interational business-
industrial public relations. This category includes articles dealing 
with case histories of American public relations abroad and descriptions 
of public relations activities of nationals. The latter group of articles 
seem to be designed to provide the American public relations man with 
TABLE 4 
TRENDS IN CONTENT OF ASSOCIATION PUBLIC RELATIOl~ ~~TICLES 
1945-49 1950-54 1955-59 
o~-184 > (N-202) (N-170) 
..L ..!... .t> (o f of ... ...1:::-
- -Total Trends in association 
public relations 10 5 21 10 18 11 
Public relation~ aseociationi 
and 2aeieties (Incl: PRSA, 
other domestic and foreign 
associations) 5 2 1 9 6 
Trade association public 
relations (Incl: Chamber of 
Commerce, Banker's Assoc., 
Cotton Council ) 1 11 5 4 2 
Non-trade association (Incl: 
Professional, Citizens' 
groups, Nat. Safety Council) 2 1 8 4 5 3 
TABLE 5 
TRENDS IN CONTENT OF INTERNATIONAL BUSINESS AND INDUSTRIAL 
PUBLIC RELATIONS ARTICLES 
1945-49 1950-54 1955-59 
(N-184) (l\-202) (N170) 
f 
..L ..L-L ..L.:L 
-Total Trends in international 
business-industrial public 
relations 2 1 7 3 18 11 
American public relations in 
foreign countries 2 1 8 h. 
./ 
Public relations by nationals 2 1 5 2 10 6 
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background information on types of public relations in foreign ar~as. 
An example of this type of article is 11 Notes from Japan 11 by Tomoki 
Hesgawa, a Japanese public relations man. 1J In this article the author 
portrays the interrelationship of advertising, publicity and public 
relations in Japan. Also, there is discussion of the acceptance and 
recognition of public relations by Japanese business. Finally, the 
article concludes with remarks on a trend towards independent public 
relations counselors in Japan. 
There is nearly a 10 percentage point or almost 90% increase 
in these articles over the year1. We ••• from Table 5 that the increase 
is fairly evenly distributed in both specific categories. This trend 
should be noted because it is one of the most substantial changes in 
article content that has been presented in this study. The heightened 
interest in the international scene would seem to indicate again the 
broader scope of the public relations function. 
Trends in media and research articles 
Let us examine the categories that provide support for the 
public relations function in any organization or institution. These 
are media which is the second largest category in the total sample and 
research which is the fourth (See Table 2). 
The fact that there are many media articles (11% of the total 
sample) is not surprising. The primary function of public relations is 
communications. The modia are the logical wehicle for carrying out this 
communication responsibility. 
Table 6 details the various specific categories of media articles. 
The overall trend in content is a reduction of about 5 percentage points 
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TABLE 6 
TRENDS IN CONTENT OF ARTICLES ON YillDIA•PUBLICITY 
1945-1949 
N ~~ 
Total trends in Media and Publicity 24 12 
Public relations and the 
Press (Incl: Newspapers, 
~~gazines and Journals) 9 5 
Public Relations and 
electronic media (Incl: 
Radio, TV, Movies) 5 ) 
Publicity 10 5 
TABLE 7 
TRENDS IN CONTENT OF ARTICLES ON RESEARCH 
Total trends in research 
History of Research 
Research theory and tech. 
that can aid public 
relations 
Research findings 
Related to other 
categories 
1945-1949 
N % 
14 8 
2 
6 
5 2 
1950-54 
N ro 
25 12 
10 5 
8 4 
7 ) 
1950-54 
N % 
18 9 
5 2 
1) 7 
1955-59 
N 1o 
12 8 
4 2 
8 5 
1 1 
1955-59 
N r~ 
11 6 
5 ) 
6 J 
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from 1945 to 1959. The decrease in articles is found in two specific 
catogoriss: publicity and the press. This is logical since as the 
importance of publicity decreases, the natural outlet of publicity should 
also decrease. 
The overall decrease in the amount of media and publicity does 
not mean it is becoming unimportant. It probably means publicity ia 
beginning to fall into its proper place as a public relations tool and 
The other general category to be discussed includes articles on 
research. This category is reported in Table 7. The first specific 
category is a series of three articles talking about the history of 
social science research. Those were written by ¥~. Ben Tryrun who 
contributed much of the research in the early years of the Journal. 
The second specific category includes articles on research theory 
and technique that can aid the public relations man. The articles 
include such subjects as public opinion surveys, psychological testing, 
interviewing, content analysis, and the panel technique. An example of 
s.Gh an article is 11 The Wage Earner Forum-A Continuing PR Tool 11 • 14 The 
article is a discussion of how wage earner attitudes can be measured using 
the panel technique. The writer points out how this technique can be 
helpful to the public relations man. 
Under the final specific category in Table 7 are articles 
reporting research findings. The major area of research was in employee 
relations, with media running a close second. 
Th~re is no particular trend in research articles. The thing to 
note is the size of the category. The writer, when he began this study, 
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expected this category to be very small. In fact there was little 
expectation of a research category at all. This was due primarily to 
the fact that this writer has the impression that the majority of men 
in the public relations field have little or no interest in research. 
Yet, in the Journal, we see the content dealing with research rising to 
8% of the total sample of articles. As mentioned earlier in this chapter, 
it is this writer's opinion that the Journal is leading the field here 
rather than reflecting it. 
§.1:!!Ul11ary: 
What does this chapter tell us about public relations? First, 
it tells us that the editors and contributors to the ~ogrnal feel that 
public relations is established in the corporate structure. Second, 
the responsibilities of public relations are broad in that they deal 
with many segments of society (employees, community, international 
relations.) 
Media and publicity are important to public relations, but they 
have been placed in proper perspective with the rest of the public 
relations tools. The decrease in publicity might indicate that the 
beginning public relations man no longer has to be a skilled press release 
writer to get his first job in the field. 
The Journal has shown a comparatively high interest in research. 
It would be to the benefit of the field of public relations if the 
Journal maintains this interest. However, most of the research has been 
of an applied nature. It would be of value if the Journal showed some 
interest toward more basic research related to public relations. 
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C.HAPTER III 
CONTENT BY TECHNIQUE, THEORY, 
AND BACKGROUND INFORMATION APPROACHES 
One writer says this about the publications in public relations: 
The publications devoted to public relations are gen~rally 
practical rather than theoretical. They deal with day-to-day 
problems and spend little time on Cloud 9. Their stock in trade is 
staff changes, new accounts, new media, in which they can place 
stories, how-to-suggestions rather than philosophical discussion. 1 
The 1ame impressionhhad been received by this writer from his classroom 
experiences and conversations with faculty members. The rather widespread 
impression of the how-to-do-it nature of tho content was precisely why 
the approach categories were dovelopedJ it would provide a chock on 
whether these impression• are correct. This analysis was also to find 
out just how much technique and theory was available to the readers of 
the Journal. 
Three kinds of approach categories were developed. They are 
technique, theory and background information. Also, a miscellaneous 
category was included in the final tabulation. 
Technigue Category 
The technique category consists primarily of case histories. 
These articles describe public relations programs, activities, and 
techniques of various organizations and institutions. The articles can 
be described with the phrases, 11How we did it 11 or 11How we are doing it 11 • 
The following piece is representative of the technique article. 
}1. 
"We Waged War against Discourtesy" is a case histo17 of an employee 
relations program conducted at the Baylor Medical center. 2 This program 
was initiated to encourage employees to be mora courteous in their 
hospital relations. The program, as described by the articles,had four 
major parts. They were: 
1. Each employee was urged to consider the meaning 
of courtesy. 
2. Each Employee was given a chance to submit 
an essay on courtesy and to write a slogan 
about courtesy. 
). FUms about courtesy were shown to employees. 
4. Doctors, employees, and patients selected the 
most courteous employee in the hospital. 
The above articles described an overall program of an organization. 
Another article illustrative of this catego17 talks about a specific 
f"\ event in the community relations program of an industrial concern. 
"MD Day at Caterpillar" is a case history of how CatepUlar conducted 
a special event at their works for local medical personnel. 3 The "Day" 
included movies, a plant tour and a general talk about the compa.Izy'. 
Along with the case histories, there was one other type of 
article that made up the technique category. This kind of article des-
cribed various techniques such as letter writing, public speaking, how 
to deal with the press. But, techniciues were described in a general way; 
they were not related to a specific company or situation. An example of 
this type of article is "Public Relations Target--Uncle Sam11 • 4 The 
article provides the public relations man with tips and techniques on 
how to operate successfully in Washington D. c. 
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Theory Category 
The theory category consisted of two types of articles. The 
first type developed overall concepts of schemes of thinking. Thlil type 
of theoretical article might present a scheme for dealing with a public 
relations problem. Or, it might present a design for a stockholder or 
employee relations program. An example of this type of article is 
"Selling A Community Program" which presents a theoretical scheme for 
dealing with community relations problems.5 The writer of this article, 
Thomas 1. Cotton, says the public relations man must have a "working 
knowledge of the community problem solving process. 11 He says that any 
plan for dealing with community. relations problems must have two 
qualities. First, it must really solve the problem. Second, it must be 
acceptable to those who are to work the plan and carry out the solution. 
The other major type of article in the theory category is one 
present analysis of various problems or situations but in a conceptual 
overall sense. The analysis of these articles view the problem from 
all sides putting into perspective with other related factors. Scott M. 
CUtlip presents a good example of this kind of article in "Two-Horned 
Dilema of the Colleges 11 • 6 In it he discusses the function of public 
relations in the college organization. He says: 
Higher education today is face to face with a cr~s~s compounded 
of freedom and finances. • • • What are the elements of this crisis? 
What can the public relations profession contribute? It has been 
succinctly said that the objective of a college public relations 
program is to earn freedom, funds and freshmen. (p. 11) 
One of the greatest tasks confronting college public relations 
practitioners today is to win public understanding and support of 
the necessity for responsible academic freedom. (p. 11) 
. a typical public relations problem-failure of two groups 
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whose welfare and mutual interest is directly related to understand 
one another. Today we simply cannot afford the destructive effect 
of the college professor lambasting business • • • on the one hand 
and business pooh-poohing tho professor ••• on the other. (p. 12) 
We in public relation~ • • • ought to be able to replace this mis-
understanding and discord with a sense of understanding in the 
mutual interest of preserving free education and free industry. (p.12) 
Dackground Information Category 
The third major division of approach articles is the background 
ir~ormation category. This grouping provides the public relations man 
with background for his work. They are not technique articles in that 
there are no specific details about a situation or problem. Nor are 
they theory in that there is no conceptual frame-of-reference. Thes6 
pieces might better be called 11 shop-talk 11 • The majority of articles in 
t~a category provide the public relations man with news about the field. 
Some of the topics discusses include: PRSA and its activities; descriptions 
of public relations in foreign countries; and articles about legislation 
in Washington that affects the public relations man. Another kind of 
article under background information deserves special mention. These are 
ones reporting research findings. One might think that such an article 
would be under theory. However, moat of the research in the Journal 
answers a specific problem. It is not stimulat~d by any theoretical 
concept or model. An example of a research finding article is this one: 
"One Day in the Paper 11 .7 This study was undertaken to discover: 
••• how wiro material is really used, how far a wire story 
really goes, what wire services get the most use, what appears on 
the front page and so on •••• (p. 14) 
The study was based on a sample of 100 Monday morning newspapers. IIere 
are some of the findings: 
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1. The average newspaper carries 115 news stories; 
60 local, 55 wire. 
2. 2/3 wire news is domestic; 1/3 foreign. 
). Foreign wire stories havo a better chance of 
getting to the papers than do domestic stories. 
4. About 2o% of all wire stories get on the front 
page. 
Miscellaneous Categorl 
The miscellaneous category has article that do not fit prop@rly 
into the other three categoriea. This category is made up primarily of 
articles that combine theory and techniques and fiction pieces. The 
reason for putting the theory and technique articles into the miscellaneous 
rather than a separate category is because there were so few of them. 
Also, they could not be placed in technique or theory categories because 
• 
of the "Mutual exclusiveness" requirement in the content analysis 
procedure. 
Content bl ap~roach categories 
Table 8 shows the •tal breakdown of the sample by the approach 
categories. 
TABLE 8 
ARTICLES BY APPROACH CATEGORIES 
Categoriea 
Technique 
Theory 
Background information 
Vd s cellaneous 
Articles 
112 
~ 
556 
Percent 
It can be seen that technique, how-to-do-it is the major category. 
"'~-,-~-- • -~= 
-t~~~- .. -. '". • ~,, ~ 
This is consistent with the widespread feeling that the Journal articlei 
contains how-to-do-it noted earilier. However, the technique category 
is only 10 p&rcentage points larger than the theory category. The 
theory approach actually represents 1/~ of the content of the Journal. 
There is much more theory in the Journal than the comments alluded to 
earlier would lead one to believe. The 11approach 11 analysis revoala that 
there is a considerable amount of How-to-do-it in the Journal. However, 
it is not completely out of balance with theory. 
Two reasons are suggested here to account for why the Public 
Relations Journal is so often considered a technique publication. First, 
when the reader skims the Journal the case hi$tories are easier to spot. 
This is because there are often liats and illustrations supporting the 
copy. A theory article takes some depth reading and is harder to 
identify. Second, although this feeling has never been quantified, many 
people probably feel that 4~~ indicates too much technique anyway. The 
amount of technique is large compared to a scholarly journal such as 
American Sociolo&ical Review. However, if a content analysis were done 
of another publication in the field, such as the ~Reporter, probably 
a higher percentage in the technique category would be found. 
It is this writer's opinion that there is one journal in public 
relations that takes a more theoretical approach to its content. This 
is the Quarterly Review 2t Public Relations. 
General 11 content 11 cateSiories bz "approach 11 cateSioritui 
Tablo 9 contains the seven largest general categories (see Table 2) 
8 
analyzed by the "approach" categories. 
In the major content category 1s ''american budneas-industrial 
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TABLE 9 
APPROACH CATEGORIES BY GENERAL CONTENT CATEGORIES 
Background 
Categories Technigue Iheor;y Information Hisel. 
f 1 f ~ f ~ f 1 
1 • American Bus.-Ind. 
public relations 97 41 89 49 18 16 15 66 
2. Association public rel. 28 12 2 19 17 
3- International Bus.-Ind. 
public relations 11 5 15 13 
4. Media and publicity 36 15 14 8 11 10 1 4 
5- Research related to 
public rel. 7 3 7 4 27 24 2 9 
6. General theory and 
technique 7 3 26 14 2 2 4 
7- Training in public rel. 18 3 4 3 3 2 4 
8. All other general categories J4 14 40 21 12 16 } 1J 
TOTALS 238 1 OO% 183 1 OOJb 112 1 OOJb 23 1 0(})& 
public relations", theory has more of the content than does technique. 
However, the difference is small (8%}. This ia a healthy sign for here 
editors have achieved a good balance in content. In types of public 
relations activities, association public relations shows the biggest 
difference between technique and theory (11%). This is due to the case 
histories about associations public relations activities. The largest 
difference, among all categories, between technique and theory is in 
"general theory and technique". This grouping is made up primarily of 
conceptual articles, therefore a high thaory score. 
In total percentage, media holds the second highest score of 
technique approach. This category has two types of articles. The first 
is actual case histories of media use in public relations. 
The other describes the general use of media jn public relations, 
but does not spell out specific case histories. Some of these articles 
discuss the following subjects: 
1. How to write a press release 
2. The use of films in public relations 
}. The use of photographs in public relationa 
4. Various tips on how to deal with the 
press 
It is in this type of media tachnique articles that the Public 
Relations Journal is at its best. These articles seem to have a universal 
quality that would lend itself to many public relations situations, 
opposed to this many of the case histories in other categories tend to 
be too narrow. In many of the case histories a specific solution to a 
specific problem is presented. The solutions are sometimvs so unique 
that they could not apply to other problems with different conditions. 
In general, media articles were different. However, the writer had the 
feeling these articles are more meaningful to the beginning public 
relations man. The practitioner with media eJq>erience, would probably 
find them elementary. 
In the training in public relations category (see Table 9) 
majority of articles are under technique. This is because the pieces 
were general.J.y case histories of public relations courses. The low 
level of theory in this category is disappointing. One would think that 
such an important subject could be dealt with in a more theoretical 
manner. 
The background information pieces are spread through the 
categories, as evidenced by the distributions of percentages in the 
background ini'onnation:· column. The major concentration of background 
is under "research". This, of course, occurs because of articles on 
research findings. The secor:d highest concentration of background 
information is under association public relations. This reflects articles 
about PRSA ar:d other domestic and foreign public relations associations. 
Trends in approach 
Table 10 shows the breakdown by approach using the year groupings 
utilized in the previous chapter. 
In 1945-49 there was a 10 percentage points difference between 
the theoretical ar:d technique approach. In 1950-.54 the trend reversed 
itself with more technique than theory. Also, the difference was much 
greater-approximately )'JI,. In 1955-59 a balance between technique ar:d 
theory was achieved. With this balance the Journal is probably serving 
more readers. In background information there was a fairly consistent 
pattern from 1945-.54. In 1955-59 the amount of background information 
)9 
1, 
" 
TABLE 10 
TRENDS IN APPROACH 
Category 1945-49 1950-54 1955-59 
{ ~ ~ t ;& i. i 
Technique 61 33 116 57 61 36 
Theory 79 43 44 22 58 J4 
oackground 
information 36 20 33 16 44 26 
Hiscellaneous 8 4 2 .2. 7. 4 
TOTALS 184 100% 202 1 oofo 170 1 OOJb 
increased nine percentage points. This was due to more articles about 
PRSA, other public relations associations, and public relations in 
foreign countries. 
A comparison of editors and trends offers one excellent mode of 
analysis. In the early years there was more theory than technique. This 
was probably due to the influence of Dr. Rex Harlow, who was highly 
concerned with the development of public relations as a concept. Hr. 
Virgil Ranking took over for Dr. Harlow and carried on this tradition. 
In 1930-54 the pendulum swings sharply from theory to technique. 
The influence of two men is felt here--G. Edward Pendray and Milton 
Fairman. Hr. Pendray says about his editing of the Journal, "I wanted 
how-to-do-it pieces, trade items, but I wanted the lead piece to be a 
think piece, something to broaden the horizons of its readers.n10 In 
other words, one theory piece in each issue. Hilton Fairman, when he 
took over as editor, continued to carry out Pendray's policies. 11 
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In 1955-59 there was somewhat of a balance in approach. This 
might be due to the fact that there were more changes in editors in those 
years than in provioua times. 
Summar;y 
What does this chapter show about the Public Relations Journal1 
First, there is more technique or how-io-do-it then theory. But, the 
difference is not as groat as might have been predicted on tha basia of 
generalizations made by many persons connected with public relations. 
Second, the theory and technique approaches are fairly well 
spread over the various categories of content. Third, ther~ is a 
definite trend towards a balance between theory and technique. In 
1945-49 there was a balance between theory and technique. A strong 
emphasis was put on technique in 1950-54. There was a move back to a 
balance in the years 1955-59. It is this writer's conclusion that these 
trends were primarily caused by the editors of the Journal more than by 
what the contributors producad. 
In the future there may be a trend towards mora theory. Public 
relations must continue to face very aerious problems in the future (~. 
social responsibility, ethics). If these problems are dealt with by the 
Journal, they will probably be treated in a theoretical manner. 
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8 The other seven general content categories of Tablo 2 were 
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represented 3% or less of the total sample. It was felt that an analysis 
of such data would not bo meaningful because of small cell aizes. 
9o'Reilly, op. cit., p. 168. 
10ill!., p. 169. 
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CHAPTER rv 
ANALYSIS OF AUTHORS 
Chapter four switches the focus of the study from content to 
the writers shaping the content. This analysis will compare the authors: 
by distinguishing between practitioners versus non-practitioners; by 
"content''; by "approach to content"; and by occupational affiliations. 
Practitioner versus non-practitioner 
Table 11 reports those who wrote for the Journal by distinguishing 
between practitioner and non-practitioner. 
TABLE 11 
PRACTITIONERS AND NON-PRACTITIONERS 
CONTRIBUTORS TO THE PUBLIC ~TIONS JOURNAL 
..L o.b 
Practitioner 371 65% 
Non-practitioner 
TOTAL 
1.22. 
570* 
*Fourteen articles had two authors-hence a larger frequency for 
authors than articles. 
Practitioners of public relations were defined as anybody who 
had a public relations title. Some of these included: 
1. 
2. 
J. 
4. 
5-
6. 
Public relations consultant 
Public relations director/manager/VP 
Public relations specialist 
Public information officer 
Community, employee, stockholder relations 
director, manager, etc. 
PRSA officers and officers of other 
public relations societies. 
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~ Non-practitioners included all people who were not classified as public 
relations practitioners. As would be expected, the practitioner exceeded 
the non-practitioner b.Y a considerable percentage. Table 12 shows trends 
of practitioners versus non-practitioners over the years. 
TABLE 12 
TRENDS IN PRACTITIONER VS. NON-PRACTITI01~ 
1945-49 1950-54 1955-59 
L...L ..L.:L .LJL 
Practitioner 122 65~ 139 67% 110 61% 
Non-practitioner 64 J5~ 6z JJ1f 68 J~ 
TOTAlS 186 1 0~ 206 100% 178 1 OO% 
The pattern is fairly consistent over the years. There is a small 
upswing in non-practitioner in the years 1955-59. 
Perhaps one of the reasons for the high amount of practitioners 
is that all the past editors have been directly related to the field of 
public relations. They served as part-time editors and it was probably 
easier and quicker to get copy from people with whom they were acquainted. 
Parenthetically, this might explain the unusual amount of New York City 
influence found in the Journal. 
The current editor of the Journal is on a full-time basis. He 
is }~. Thomas Kraner and he was former staff member on Printer'~ Ink. 
It will be interesting to see if the ratio of practitioners versus non-
practitioners revealed above will continue or if }~. Kraner decides to 
go outside the field for more material. 
Occupation affiliation of writers 
Table 13 shows the various fields of employment of the practitioner 
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TABLE 13 
OCCUPATION AFFILIATION OF PRACTITIONER AND NON-PRACTITIONER 
Occupation affiliation Practitioner Non-practitioner 
t ~ f. ~ 
1. Business-industry 112 30% 59 30% 
2. Associations 28 8 23 12 
3- Government 8 2 3 7 
4. Social Service 7 2 5 2 
5· Education 33 9 32 16 
6. Professions 2 6 3 
7· Public Relations Consultant 152 41 
8. Media 5 1 48 24 
9. PRSA Officials 24 6 
1 0. l'1iscellaneous 1 J* 6 
TOTALS 371 1 OQ% 199 1 OQ% 
*No information available on 13 writers. They were arbitrarily 
classified as non-practitioners. 
and non-practitioner. From Table 13 we see that the practitioner who 
writes for the Journal is mainly the consultant or agency man. The 
consultant category contains 152 practitioners. This difference is 
statistically significant. (x2=6.4, df=1 ·P·<: .02) 
The difference might be due to the fact the Journal has been 
published primarily in New York City. This would make the consultant 
more available to the various editors. The Hriters from business and 
industry tend to be distributed all over the country. 
The rest of the practitioners tend to be fairly well spread over 
various fields of occupations. The practitioner grouping "PRSA officials" 
is made up primarily of two men: Dr. Rex Harlow and Hr. Ben Trynin. 
Both contributed many articles during the early years of the publication. 
AuthorshiE. py "content" and "approach to conte.nt" 
Let us now examine the relations of the practitioner and non-
practitioner to the content of the articles. Table 14 describes the 
content that the practitioner and non-practitioner dealt with. The 
interesting fact here is that there is no particular difference between 
these two groups when content is compared. The largest difference is in 
the research content category and the difference is small (seven 
percentage points). 
In summary, there is a rather good balance in the content that 
the practitioner and non-practitioner deals with. This is noteworthy 
because it is very possible the practitioner and non-practitioner could 
have concentrated in very distinct areas of content. 
Using the categories defined in chapter three, let us look at the 
"approach to content 11 the practitioner and non-practitioner takes. 
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TABLE 14 
GENERAL CONTENT C.ATBOORIES BY PRACTITIONER AND NON-PRACTITIONER 
Categories Practitioner Non-practitioner 
f ol f 
..L 
-
~ 
-
1. Business-industrial 
public relations 148 40% 76 38% 
2. Association public rel. 36 10 14 7 
3. InternatialiBus.-ind. 
public relations 19 5 10 5 
4. Media and publicity 34 9 30 15 
5. Research 20 5 23 12 
6. Training in public rel. 22 6 4 2 
7. General theory and 
technique 28 8 8 4 
8 • .&.11 other categories 
..aL...!l. 34 ..!1... 
TOTALS 371 100fo 199 100}'o 
TABLE 15 
APPROACH TO CONTENT BY PRACTITIONER AND NON-PRACTITIONER 
Practitioner Non-practitioner 
...L _L_ _f_ ci -J::.-
Technique 174 47% 70 35% 
Theory 113 30 73 37 
Background Info. 65 18 52 26 
J.V'Jis cellane ous 19 5 4 2 
TOTALS 371 1 OO% 199 1 oo"b I 
As might be expected we see in Table 15 that the practitioner of 
public relations contributes more technique articles than the non-
~ practitioner. The difference between each is 12 percentage points. 
Conversely, the non-practitioner contributes more theory. However, the 
difference is not as great (7 percentage points). 
Another interesting comparison is the ratio of technique to 
theory. For the practitioner is 47:30; for the non-practitioner is 
35:37- The practitioner is definitely is favoring techniques, whereas 
the non-practitioner is balanced. What this means is that while the 
practitioner is heavier on technique, nevertheless he is contributing 
theory. In fact, almost 1/3 of the practitioner's content is theoretical, 
which should be considered a healthy sign. In many fields it is not 
common for the practitioners to talk theory. 
Women authors 
One of the controversial subjects in public relations is the role 
of women in the field. To see how the Journal reflects the problem an 
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~ analysis of women authors in the Journal was made. 
Of the 570 authors in the Journal sample, 51 were woman. (Seo 
table 16). This is 5% of the 1ample of authors. More women practitioners 
wrote for the Journal than non-practition~rs. Twenty-six of tho women 
were in the field of public relation:, and five wore not. The major 
occupation affiliations that women represented was in consultant or 
agency public relations. Table 16 presents a breakdown of the fields 
represented by the woaan aithor1. 
TABLE 16 
OCCUPATION AFFILIATIONS OF WOMEN PRACTITIONERS 
AND :NON-PRACTITIONERS 
Field Practitioners Non-practition~rs 
Public relations 
consultant 
Industry 
Education 
Associations 
Media 
Social Service 
Government 
Other 
TOTAL 
f f 
- -
2 2 
2 
1 
2 1 
1 1 
1 
26 5 
In regzrd to article content, the women writers were rather evenly 
distributed over dght content categories, with 11 business and industrie.l 
"' pl.:lblic relations" once;; again being the mo&Jt frequent. Tablo 17 reports 
~ the contributions of women by ganeral content categories. 
• 
TABLE 17 
CONTRIBUTIONS OF \10l-1EN WRITERS BY GENERAL 
CONTE!~T CATEGORIES 
Categories 
Summar;:c;, 
1. American busineas-induatrial public rel. 
2. Social service public relations 
3. ¥~dia and publicity 
4. Governmont public relationa 
5. International business-industrial 
public relations 
6. Training in public r~lations 
7. Association public relations 
8. Other seven general categories 
received only one mention 
TOTALS 
..L. 
7 
4 
4 
2 
2 
2 
Two-thirds of the contributors to the Public Relations Journal 
ar~ practitioners directly related to the field of public relations. 
Within the practitioner category, the consultant contributed more 
content than did the public relations man in business or industry. 
There is a good balance in the content that the practitioners 
and non-practitioners contribute. In regard to 11approaoh to content 11 
the public relations man provides more technique. However, almost 1/3 
of the practitioners' contributions are theoretical in nature. 
Women authors represent 57~ of the total sample of 'l'wri tsrs. The 
~ women who contribute to the Journal were primarily practitioners of 
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public relations. 
CHAPTER V 
SU~~y A~ID CONCLUSIONS 
What is the nature of the content in the Public Relations Journal? 
Busin~ss and industrial public rGlationa dominate the content 
of th~ Journal. The major cate~ory, "American business and industrial 
public relations" re~aents 40% of the total sample of articles. However, 
there was a definite trend towards f~wer articles dealing with industrial 
and business public relations. Over the years there was an eleven 
percentage points reduction in the content dealing with this subject. 
This reduction perhaps indicatea that the editors in tha later years 
desired to provido content outside the business-industrial community. 
The s&cond largest cat&gory is 11 media and publicity 11 • There was 
also a reduction in this category of about 5 percentage points. This 
probably means that media and publicity are assuming their place as 
public relations tools and no moro. 
The third largest category is "association public relation&". 
The number of articles on association has risen to 11% over the years. 
The category of content that showed the greatest increase was 
"international business and industrial public relations". This category 
increased approximately 9o% from 1945-1959. This would indicate that the 
student and practitioner should be aware of the activities of public 
relations on the iuternational ~cone. 
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In regard to "approaches to content" it was found that technique 
represents 4;% of' the content in the sample. However, one-third of the 
content in the Journal is theoretical in nature. This theory figure is 
probably much higher than most would have predicted. 
Authors in the Public Relations Journal 
Two-thirds of' the authors writing in the Public Relations Journal 
come from the field of' public relations. It would be eJet>ected that these 
writers would deal pr~ with techniques. However, it was found that 
one-third of' the contributions from practitioners was theory. This is a 
good sign because often the practitioners in any field deal only with 
techniques. 
Between practitioner and no~practitioner there was a balance of' 
content across categories. Neither group concentrated in a particular 
area. 
Women writers represent :J1, o.f' the authors in the Journal. The 
women were primarilY public relations practitioners and their 
contributions ranged across all categories. 
Implications of the content to the field of public relations 
In regard to business and industrial public relations the content 
of' the Public Relations Journal has shown us three things; 
1. According to the editors and contributors of 
the Journal, public relations has been established 
as the communication arm of management. This is 
evidenced by the decrease in the number articles 
on the .f'unction of' public relations in the recent 
years. (See Table 3). 
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2. Public relations has always been interested in 
the traditional publics of employees, the community, 
stockholders, and customers. llowever, recently it 
has also become more interested in the less 
traditional publics of education, government, trade, 
and supplier relations. 
~. The importance of public relations in the 
international business-industrial area has 
increased in the last few years. 
In summary, it seems to this writer that one of the major points 
that come out of this study of the content of the Journal is the broad 
scope of business and industrial public relations. 
First, as public relations carries out it~ communications 
responsibilities it is concerned for many segments of society. We have 
seen from the content of the Journal that public relations deals with 
many publics. Second, the activities and problems that public relations 
must handle have a wide range. The content of the Journal shows us 
that the interests of public relations can be very narrow, !£&• how to 
conduct an employee recognition dinner, how to improve copy for the 
annual report. On the other hand, they can be very broad, ~· 
communicating what business and industry have done for the ~erican way of 
life. 
If public relations is to aucceed there must be capable people 
available to carry out public relations responsibilities. What is the 
role of tho University in preparing capable people? First, the beginning 
public relations man must be trained as an executive. This man must b& 
concerned with overall solutions to problems rather than just simple 
techniques. This point should be made clear--knowledge of techniques 
and their place are important, but mastery of every t~chnique and tool 
available to the public relations may not be. For example, the decrease 
in media and publicity articles might indicate that the boginning public 
relations man no longer needs to be a trained press release writer to 
get his first job. However, he must know when and when not to ~ the 
press rel$ase. 
Second, the rise in importance of international business and 
industrial public relations raises the question of communication. Public 
relations' primary function is communications. Yot, when languag~ 
barriers exist, communications is virtually impossible. This raises the 
very serious question of whether the student preparing for a career in 
public relations should have the benefit of foreign langaage training. 
As a result of the findings in this thesis, this writer feels that lar~uage 
training would be very valuable. 
Reflections on the Public Relations Jour11al 
At this point the writer would like to say some things about the 
Journal that are impossible to quantify or put into tables. ~ben half of 
all the issues in a publication have been read, it is impossible not to 
have some opinion about the writing. 
Generally the writing in the yournal was good. However, sometimes 
the writers tended to sacrifice quality and depth just to be entertaining. 
This was true of mal1Y of the case histories. In fact, this is the major 
criticism this writer has of the Journal. The case histories too oft~n 
give specific solutions to specific problems. Very seldom was any 
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attempt made to draw out of the case history a principle that could be 
used in many situations. 
The second criticism is on the multiple definitions of public 
relations found in the Journa~. The writers in .. the Journal have 
contributed much to the confusion of what is public relations. It might 
be of value if the PRSA and the Public Relations Journal attempted to 
develop a clear-cut definition of the concept of public relations. 
The third criticism this writer has is that little or no con-
troversy exists in the ~1. Fe't-r articles attacked anything. Seldom 
were different view points printed side by side. This is rather unusual 
for a field as controversial as public relations. 
One final comment is in order before these reflections are finished. 
}~ny people, academician and practitioner, consider the Publi£ Relations 
Journal of little value as a source of information on public relations. 
This writer disagrees strongly with this idea. With the exception of the 
aformentioned comment about case histories, much of the Journa~ is 
worthwhile and has potential use in the classroom. This is especially 
true of the articles that take a more theoretical point-of-view. 
What should the Public Relations Journal be? 
The field of public relations needs a professional journal. It 
doesn't have one now. Nany people in public relations look to journals 
not directly related to public relations for professional sources, ~· 
Pg£l~c Opinion Quarterly and Journalism Quarterly. 
The Publi~ Relations Journal can and should be the voice of 
professionalism in the field since it is the organ of the largest pro-
fessional public relations society. 
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How can the Journal become a professional publication1 First it 
should concern itself with the basic questions that confront public 
relations today. Such questions a~ public relations and social respon-
sibility, or public relations and ethics shohld be discussed throughly 
and frankly. 
Second, tho Journal should concentrate more on research. One of 
the ways for this to be accomplished is for the Journal to attempt to 
translate some of the research in sociology and psychology into applied 
t~rms for public relations. The field of public relatior~ does not have 
to be a profession before it gets a professional journal. Rather the 
journal can ~elp luad the field to professionalism. 
Recommendations for future research 
Any research project should suggest possibilities for further 
research. One of the first projects that should be und~rtaken is a 
detailed content analysis of other publications in the field. Using 
the categories developed in this study an inventory of other publications 
could bring to light pertinent data. For example, one requirement for 
a profession is a unique fund of knowledge. A content analysis of other 
publications would provide case histories and other materials for this 
• fund of knowledge. 
There is another project that is closely related to this one 
that might be of value. A content analysis of the editorials in the 
Public R!lations Journal should bring to light now information. 
The above two suggestions are within the scope of the public 
relations department's thesis-professional paper research program. 
However, there is another project that is needed that is not on this 
level. It ia the writer 1s contention that much of the material in the 
Journal serves the beginning public relations man only. It if felt 
that the veteran public relations man may find the content lass valuable. 
A readership study, with special concern for the veteran public relations 
man, should prove to be useful in guiding future Public Relations Journal 
format. 
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APP.&"'DIX A 
11 CONTENT 11 AND "APPROACH TO CONTENT 11 
CATEGORY SYSTEM 
General and specific content categories 
The general categories are indicated by c~pital letters and th6 
specific categories by numbers. 
A. American business and industrial public rolations 
This is the major category. In it are articles which discuss or 
describe public relations programs, activities, or thinki~ related 
or originating in the business or industrial organization. 
1. Function of public relations in business or industry 
Includes art~cles on the function of public relations 
and the public relations man in the corporate structuro; the 
relation of public relations to other management functions; 
and philosophies of public relations for mar~gement (corporate 
giving, social responsibility). 
2. Community relationa 
Includes articles on community relations theory and descriptions 
of community relations programs. 
}. Employee relations 
Includes articles on employee relations theory, employee 
communications, labor relations, and general cmployoe relations 
pre grams. 
4. Financial public relations 
Includes theory, descriptions of stockholder relations programs, 
articles on annual meetings and annual reports. 
5. Customer relations 
Articles on customer relations theory and descriptions of 
customer relations programs. 
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6. Government, education, trade, and supplier publics 
Articles which describe and discuss public relation programs 
aimed at these publics. 
7. Public relations blueprint 
Includes articles that describe general public relations programs 
dealing with several publics. 
8. Nature of the economy 
Articles providing information on the economy and its impact, 
articles discussing the nature ef the cerperatieR, and articles 
discussing economic theories. 
B. Association public relations 
1. PRSA and other domostic and foreign public relations societies 
2. Trade associations 
Articles on auch organizations as the Chamber of Commerce and 
the American Gas Associations 
~. Professional as•ociations 
Articles on such organizations as the American Medical Association 
c. International business and industrial public relations 
1. Amarican public relations in foreign countries 
Articles that describe tho activities of American public rclatio~ 
abroad 
2. Public relations by nationals 
Descriptions of public relations by nationals in their own 
country. 
D. Government public relations 
Articles which discuss or describe public r~lations programs on 
all levels of government. Also includ~d are articles on 
political public relations. 
E. Social service public relations 
Articles that discuss or describe public relations programs of 
~ocial service organization&. Also included are articles on 
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• 
fund raising. 
F. Education public relation& 
Includes articles that describe or discuss public relations 
programs of education institutions. 
G. Media and publicity as related to public relations 
1. Public relations and the press 
Includes article on public relations and the press, books, 
journals. 
2. Public relations and electronic media 
Includes articles on the relations of public r~lations and 
television, radio, and movies • 
~. Publicity 
Includes articles on publicity theory, case histories and 
photography. 
H. Research as it related to public relations 
1. History of research 
2. Techniquv and theory of research 
Articles that discuss or describe res~arch theory and technique 
that can aid the public relations man. 
~. Research findings 
Articles that report research findings related to public relations. 
I. General theory and technique of public relations 
Articles that develop an overall philosophy of public rvlationa 
that relates to any organization or institution. 
J. Training in public relations 
Articles that discuss or describe academic or oon-academic 
training in public relations. 
K. Communication theory 
Articles that discuss the communication process and the role of 
the social sciences in understanding this process 
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L. Public relations as a profeasion 
Articles that discus• the pros and cons of professionalism in 
public relations. 
M. Public relations pwrsonaliti~s 
Articles that describe the careers and background of prominent 
men in public relations. 
N. Miscellaneous 
Articles that do not properly fit in any other cate~ory. 
"Approach to Oontent 11 categeriu 
A. Technique 
This is the case history category. Under this classification 
will fall the articles that are descriptive in nature. 
B. Theory 
This category will have articles that are philosophic or theorvtical 
in approach, These articles attempt to bring public relations 
or related activities into a conceptu~l framework. Rather than 
spelling out specifics, these articles attempt to take an overall 
view of the subject being discussed. 
0. General information 
Ther• are some articles in the Public Relations Journal that are 
n&i ther technique nor theoretical, but more !shop talk 11 • These 
articles provide news or general background information about the 
field of public relations or related areas. 
D. Miscellaneous 
Any article that does not fit into the above three categories 
will be placed here. 
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APPRENDIX B 
RELIABILITY CHECK 
Content analysis by definition must be objective. To measure 
objectivity, reliability checks on the categories were carried out. 
All the coding in this study was done by one person--the writer 
of this thesis. It was desired to k~w if the categories developed in this 
study could be used by other people to obtain similar Desults. 
Two public relations graduate students were hired as "reliability 
coders". They were trained in content analysis and the use of the 
categories of this study. They were then assigned 25 randomly selected 
articles to read and code into categories. Both coders received the 
same articles which came from the sample used in the study. 
The reliability check was on the 11general content categories 11 
and the "approach to content categoriea 11 • (See chapter one). It was 
desired to know how much the "reliability codors" could agree with the 
principal coder on what categories to classify the articles. 
In regard to the "general content categories" there was two out 
of three agreement on 88% of the articles. In other words, the writer 
and one or the other of the coders placed the same article in the same 
general category on 88% of the articles. There was three out of three 
agreement on 60% of the articles. 
In the "approach to content" thore was higher a.greemer,t. One or 
63 
the other of the 11 reliabil1ty cod•rs" agreed with the principal Neier on 
92% of the articles. There was three out of three agreement on 521~ 
of the articlea. 
The high two out of three acores on both types of categories 
would seem to indicate that the category system is reliable. 
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